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2009 年 1 月，中国政府向国内三家电信运营商发放了 3G 牌照，事隔三年
之后，国内三家运营商的竞争情况出现了一些变化：2011 年三家电信运营商在













































In 2009 January, Chinese government issued 3G licenses to three domestic 
telecom operators. Now the competition situation of three domestic operators has 
changed. At the end of 2011, the 3G customer market share of the three telecom 
operators is nearly equal, China Mobile has also lost its dominant status in 2G era. 
At the same time, the popularity rate of mobile phone is high in Xiamen, people in 
Xiamen owns1.5 mobile phones per capita. Further more, as the coming of mobile 
internet era, the telecom operators are going to face new challenges and their 
dominant position in the industry is threatened. This paper is going to study the 
marketing strategy of Xiamen Mobile in the part of mass market, basing on the 
backgrounds that have been mentioned above. The first part of the paper has 
analyzed not only the development the 3G mobile communication in foreign 
countries and China, but also summed up development experience of 3G in foreign 
countries, esp. in Korea. and then discussed the development trend of 3G in the 
future. Then the paper focuses on marketing environment of Xiamen Mobile in the 
part of mass market in 3G era, including the introduction of Xiamen Mobile, the 
macroeconomic environment, and industry environment. To make the competition 
situation more clear, the market strengths and weaknesses、opportunities and threats 
of the mass market of Xiamen Mobile have also been analyzed. Furthermore the 
article discusses target market selection of Xiamen Mobile and its market 
positioning strategy, coming to a conclusion that Xiamen Mobile should enter into 
all segments of the mobile communication market. Then the article points out that 
Xiamen Mobile determines the market positioning as" provide excellent service for 
the customers'". Finally, with the use of 4Ps marketing theory, integrated and 
complete marketing strategy analysis have been made to the mass market of Xiamen 
Mobile and come with some suggestions for improvement. 
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第一章 绪 论 
 1
第一章 绪 论 
根据国内三大电信运营商披露的 2011 年全年用户数据，2011 年国内新增
3G① 用户超过 8000 万户，而中国移动也失去其 2G 时代的霸主地位，三家电信





一、国内 3G 市场呈现三足鼎立的格局 
根据国内三大电信运营商披露的 2011 年全年用户数据③，2011 年新增 3G
用户合计为 8046 万户，国内 3G 用户总数已经达到 1.27 亿户，在国内 9.76 亿
移动用户总量中，3G 渗透率已经超过 13%。三家运营商中，中国移动(微博)全
年新增 3G 用户（TD④ 制式）3051 万户，3G 用户总数达到 5121 万户，3G 市场
份额为 40%；中国联通(微博)全年新增 3G 用户 2595 万户，3G 用户总量为 4001
万户，3G 市场份额为 31%；中国电信(微博)全年新增 3G 用户（EVDO 制式）2400
万户，3G 用户总量为 3629 万户，3G 市场份额为 29%。 
自 2009 年 1 月国内发放 3G 牌照以来，前两年时间共发展 3G 用户 4700 万
户左右，而 2011 年全年就新增 8046 万户，当年增速超过 200%，目前市场对 3G
预计都较为乐观。 
从 2011 年三家电信运营商的 3G 新增用户及 3G 用户到达数来看，中国移动
已失去其 2G 时代的霸主地位（2G 时代，中国移动 GSM 的市场份额一直维持在
85%以上的水平），中国在 3G 市场呈现三足鼎立的格局。 
                                                        




④ TD，即 TD-SCDMA，全称为 Time Division - Synchronous CDMA（时分同步 CDMA），该标准是由中















据统计① ，截止 2011 年底，厦门全市的移动电话客户达到 524 万，其中厦
门移动的客户已超过 353.7 万，厦门电信客户突破 94.8 万，厦门联通客户达到
73.9 万。而根据厦门市 2010 年第六次全国人口普查主要数据公报，截止 2010




















同时在 TD 的发展上得到政府的支持，在全国范围内 先建设完成了全城 3G 覆
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